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Introduction
Marketing is the activity of planning the product design, manufacturing, market research, promotion of products or services of a company to its target market. It is currently the most focused knowledge of the business giants because pursuing the customers enables a business to sell its goods and leads to make a profit. Marketing is performing a wide variety of roles in many sectors of the industry currently. Marketing helps in doing the market research, finding a substantial lead for the business's product or service idea. It also applies segmentation, targeting and positioning strategies to select their market and pursue them for the products.  There are different stages associated with marketing activities. There is a total of four steps related to it. These are discovery, strategy, implementation and measurement. At first, marketers try to discover the market need and want. They have the product idea and the market research done in the beginning. Then they formulate the strategy for the particular product and market. Then comes the implementation stage, where the strategy is applied for the result. Lastly, the controlling does the work of measuring with the expectations. Here, in this essay, these essential aspects of marketing are discussed further. 

 

Processes and stages of marketing, including the role of the marketing mix
Processes and stages of marketing
There are different stages and processes regarding any marketing activities. There are five stages of processes that need to be mentioned here. Those are mission, situational analysis, marketing strategy, marketing mix and implementation and control (Kotler and Armstrong, 2018). The mission statement shows the need of the organisation to the market that why the company is here and what product or service they are offering to their target customers. This is the first stage in the marketing process. Then comes the situational analysis. It determines the environment and situations around the business to find its strengths, weaknesses, opportunities, threats regarding the favourability in the market environment. This helps every business to best use their resources to hold a strong position in the market and be in a competitive situation. 
Market strategy is formulated after that to support the situation and environment in that particular market. As an organisation is planning for offering a market any product or service, then they have to formulate a market strategy for every individual market to properly segmenting the market, targeting it and finally positioning the product or service to the target market (Lu et al., 2018). Marketing mix elements help to plan the form up the market elements in a way that the plan will be executed properly to the target market. This is possible by the proper marketing mix strategy for each element of the mix. These include the product, price, promotion, place, people, process and physical evidence. 
There is the last thing to be mentioned in the marketing process, which is implementation and control. As of the market, situations were analysed, the plan is made and executed through different stages, now it is time to check if all the steps are taken properly, and the results are matching with the expected level (Hadi, Haryanto and Efendi, 2020). For this, the implementation and control come in this last stage. An implementation plan requires making a budgetary plan for the financial requirement of the project and investing in it according to the plan. After that, there are several monitoring systems to track the outcome of the executed plan and matching it with the expectation level.
Role of the marketing environment and other situational analysis models
It is necessary to perform a situation analysis to assess the condition of the company prior to designing a marketing plan. This is considered a valuable way to assess the strengths and limitations of a business organisation and any prospects and risks that could have an effect on the company's wellbeing. It is done for monitoring the surrounding of the business to plan or utilise business elements according to. PESTEL analysis is done for the environmental scanning. This provides insights into the macroenvironmental situations of the business (Pan, Chen and Zhan, 2019). Basically, this model shows the favourability of these factors here against the business or marketing plan. SWOT analysis is done for discussing and analysing the microenvironmental factors (Vlados, 2019). The marketers here seek the actual situation of the internal environment so that they can make an optimal marketing plan by using those opportunities to reduce threat and strengths to reduce weaknesses. In this way, marketers can formulate the best marketing plan for their new projects for their business organisations. 

To determine segmentation, targeting, positioning and marketing mix strategies of a chosen organisation
The selected organisation for this part is Cadbury. 
Segmenting: The segmentation strategy is done for dividing the market into different subsection according to people's need, characteristics based on different parameters (Yu et al., 2018). These are likely to be done by the geographic, demographic, psychographic and behavioural aspects. Here, Cadbury will focus on attributes such as age, income, living area, thoughts and eating frequency. 
	Segments 
	Age group
	Income group 
(monthly income in Pound)
	Living area
	Eating frequency
	Psychological aspects

	1
	4-9
	0 to 25
	UK
	Haves chocolates every day
	TV commercials influence most.  

	2
	10-17
	25 to 75
	UK
	Have mostly and mostly buys every day.
	Personal choice of chocolate.

	3
	18-25
	75 to 150
	UK
	Buys for youngers
	Influenced by partners.

	4
	25-30
	150 to 250
	UK
	Occasionally haves chocolate mostly. 
	Do not think much of chocolates.

	5
	Above 30
	More than 250
	UK
	Rare customer of chocolates
	Barely thinks about it.


Targeting: Targeting is selecting the right segments and pursuing them (Fouejieu, A., 2017). From the different market segments, the following are the suitable segments for Cadbury to work with as these market segments have the proper age, incoming ability and the wish to buy chocolates. So, Cadbury will target the people living in the UK who ages from 4 to 30 years old with different kinds of chocolates of various flavours.
	Segments 
	Age group
	Income group 
(monthly income in Pound)
	Living area
	Eating frequency
	Psychological aspects

	1
	4-9
	0 to 25
	UK
	Haves chocolates every day
	TV commercials influence most.  

	2
	10-17
	25 to 75
	UK
	Have mostly and mostly buys every day.
	Personal choice of chocolate.

	3
	18-25
	75 to 150
	UK
	Buys for youngers
	Influenced by partners.

	4
	25-30
	150 to 250
	UK
	Occasionally haves chocolate mostly. 
	Do not think much of chocolates.


Positioning: It is the task of establishing the product or service in people's mind. It is done to create a brand image in the market, and marketers do it by various means such as promotion, product attribute, product presentation etc. (Sondhi and Chawla, 2018). Cadbury positions itself in the target market by proper promotional tactics, good packaging and different flavours targeted for different age groups. They are absolutely doing great now compared to their competitors as others are not focusing all factors simultaneously. 
Role of the marketing mix 
The marketing mix involves the collection of acts or strategies used in promoting the good or service of a business in the market. The 4Ps constitute a standard marketing mix - price, product, promotion and place (Blut, Teller and Floh, 2018). Today, nevertheless, many other elements, such as packaging, positioning, individuals and even politics, are constantly included in the marketing mix as essential components. Each factor is affected by the marketing mix. They create the company management strategy and manage it correctly, which can be quite effective. But it was incorrect, and it will take years for the company to rebound.
Product: Product strategy is needed to select the right product for the market. Cadbury has a range of chocolate products in their product line. They have a wide variety of products which is present in many market locations.  Most of the products are coming from some leading products of them. Mostly 2 or 3 market-leading chocolate brands cover most of their profits (Trihatmoko, 2020). Some of the businesses in the chocolate industry are Dairy, Bournville, Five stars, Perk and Cadbury. The Luxury Oreo is in the galleys category. Cadbury is therefore required to dominate the chocolate market with a long line of brands.
Price: It is needed to set proper pricing. Given the good quality of ingredients and the relentless promotion of the drinks and Oreo goods, in some situations, the product price from Cadbury is indeed high whilst others make it quite fair. The price range will be from £0.50 to £1.50 (Ramli, 2017). 
Promotion: Promotion needs to pursue and inform customers about the products. Cadbury provides various deals on some of its goods.  It's not essentially up to the customer to buy the Bourneville; Others must give it the same (Ibrahim, 2017). The positioning is doable for Cadbury celebrations. Cadbury celebratory events have a large business user base, with wholesale cocoa being sent to staff, customers or sellers. Éclairs has a low-cost spot, Bournvita is well-placed in fitness, Perk is younger, etc. Cadbury uses both ATL and BTL ads in parallel (Jha, Saini and Kaur, 2017). With its billboards, stands and also flex posters in the stores, streets, resorts, etc., Cadbury's BTL advertising is quite solid.
Place: It requires reaching the products from the factory to people's hand. The Cadbury delivery is outstanding and wide-ranging. It is particularly strong in all city regions and also city groups A, B and C. Their suburban advertisement is notoriously slow, because while demand is often poor. Cadbury pursues a certain FMCG brand mantra that breaks the bulk. The chocolate from Cadbury is made in the United Kingdom of Bourneville. There has been a commercial lately promoting the fact that Cadbury just buys Ghana's best chocolate cocoa beans. Now, these chocolate bars are sold worldwide (Allam and Jones, 2020).   

Conclusion
The marketing process is constructed with a mission statement, environmental scanning, strategy formulation, marketing mix, controlling. Environmental situation analysis is very important as marketers get valuable information from this analysis. Cadbury segments, targets and positions to customers who are 4 to 30 years old, UK living people, have earning ability and wish to buy chocolates. Cadbury puts itself on the consumer market with strong sales strategies, good packaging and diverse flavours for various ages. Compared to their rivals they are doing perfectly well now because others don't concentrate on all aspects at one time. The company is offering a large variety of products at a comparably higher price. Their promotional strategies are very strong and effective. The distribution system costs higher, but it is effective too. Cadbury will do better in future if they abide by these marketing strategies constantly. They also need to research for future market change. 
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